“PEOPLE” ASPECT OF RECYCLING PROGRAMS

—

COMMUNITY-BASED
SOCIAL MARKETING

UCCESS of any recycling pro-
gram hinges on the support of lo-
¢al residents. Whether the pro-
gram is aimed at collecting
biomass, household plastics, used
motor oil, or any of the other many
types of materials that can be re-
eveled, building and running a successful
program depends on the behavior of resi-
dents. Recycling programs, and more gen-
erally, programs prometing sustainable al-
ternatives, all require that people do
something. Without behavior change on
the part of community residents, the pro-
gram will fail.

Given the centrality of behavior to pro-
gram success, it is surprising that so hittle
attention is paid to the “people” aspect of
recycling programs. Instead, we tend to
focus on the technical aspects of the pro-
gram, like trucks for hauling, bins for
storage, or post-collection processing.
When it comes to outreach, we tend to rely
on “established” methods of education and
raising awareness. Unfortunately, these
approaches have substantial limitations
and can even produce boomerang effects
that are opposite to what is intended. In
this article, we discuss the limitations of
these traditional approaches, and then of-
fer a promising alternative approach that
has proven to be effective at increasing
participation and involvement among lo-
cal residents.

EDUCATION CAMPAIGNS

By far, the most widely used approach to
changing behavior is the information (ed-
ucation) campaign. These campaigns dis-
tribute information (such as brochures or
fact sheets) to educate the community
about a particular problem or behavior. In-
formation campaigns are built on the as-
sumption that lack of behavior results
from a lack of knowledge, i.e., “if people
only knew about a program, or knew what
to do, they would surely do the right
thing.” In this vein, there are thousands of
print, radio, and television advertise-
ments nationwide that are intended to ed-
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ucate residents about environmentally re-
sponsible behaviors. Many of these out-
reach materials are crafted around themes
such as “FY]1,” “Iid You Know,” or “1-2-3.”
Unfortunately, scientific research has
been clear in showing that behavior is not
a direct result of knowing more. The pri-
mary problem with this krowledge deficit
assumption is that it ignores the motiva-
tions for behavior. People engage in be-
haviors for reasons — external pressures,
financial motives, personal incenvenience,
to name a few. But simply knowing what
to do, or when to do it, is not a motivation
— it is not a reason to take action.

It is important to note that while knowl-
edge is not sufficient by itself to motivate
behavior, lack of knowledge can be a barri-
er to action, For example, if individuals are
motivated to use their curbside collection
program, but don’t know how, when, or
where to do it, that motivation (no matter
how strong) will not translate into action.
As such, there are a few select situations
where an education-based campaign can be
effective:

1. When a substantial change is made to
an existing program (such as change in col-
lection days or types of materials that are
collected);

2. When the program is being introduced
for the first time; or

3. When no marketing materials have
been provided in a long time, and there is
evidence to substantiate the fact the people
really don’t know about it.

AWARENESS CAMPAIGNS

The second type of behavior change ap-
proach that is commonly used is the aware-
ness campaign. This approach is designed to
highlight the seriousness of a particular
problem by presenting incidence rates. The
assumption is that presenting alarmingly
high severity statistics (e.g., 80 percent of
what Americans throw away is recyclable)
will lead to heightened concern and subse-
quently to a change in behavior. Indeed, peo-
ple are strongly mnfluenced by what other
people are doing. For example, if an individ-
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ual believes that a lot of other people are
composting, they are more likely to do it
themselves, People follow the social norm.

It has been well-documented that nor-
mative beliefs (beliefs about what other
people do) are strongly correlated with be-
havior, and that that these normative be-
liefs can be changed by providing informa-
tion about what other people are doing.
The existing research is also clear in show-
ing that changing normative beliefs can
cause a change in behavior. But, it is im-
portant to point out that the change in be-
havior oecurs in the direction of the norm,
so if you tell people that no one is doing it,
they will be less likely to do it themselves.

The greatest limitation of awareness
campaigns is that they tend to focus on the
high percentage of people who do the wrong
thing, or the very small percentage that do
the right thing (only 10 percent of Ameri-
cans compost organics from their kitchen).
Focusing on these statistics promotes the
wrong social norm. As a result, awareness
campaigns not only fail to metivate the de-
sired behavior, but they can produce
boomerang effects and work in the opposite
direction. Program planners need to be
careful about how they convey information
about what other people do so that they do
not undermine an otherwise well-inten-
tioned program.

Although information and awareness
campaigns can positively increase knowl-
edge, awareness and attitudes about a spe-
cific behavior or problem, they are largely
ineffective at creating lasting changes in
behavior (Schultz, 2002; Schultz & Taban-
ico, in press). Despite the research showing
the ineffectiveness of these traditional ap-
proaches, however, they continue to be
widely implemented. Fortunately, there
are more effective alternatives.

COMMUNITY-BASED SOCIAL MARKETING

Community-Based Social Marketing
(CBSM) has recently emerged as an alter-
native to traditional information-based
campaigns (McKenzie-Mohr, 1999, 2000,
2002). CBSM is unique in that it packages
basic principles of psychology with applied
research methods in a way that provides a
usable framework for practitioners work-
ing to promote behavior change across a
variety of settings. Community-Based So-
cial Marketing begins with the selection of
a specific target behavior and then uses a
four-step process to foster sustainable be-
havior change. These four steps are 1)
Identifying the barriers to a targeted be-
havior; 2) Using behavior change tools to
overcome the barriers; 3) Piloting the se-
lected tools using empirical research
methodology and a control group; and 4)
Evaluating the project once it has been
widely implemented. Below, we briefly
elaborate on each step.

Selecting a behavior. The first, and per-
haps most important, decision that is made
at the outset of a CBSM program is select-
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ing a target behavior. Here, it is essential
to choose a behavior that is linked with the
desired outcome. For example, if the goal is
to increase the diversion rate of plastic re-
cyclables by 50 percent, it is important to
determine what specific behaviors are
most strongly linked to this overall goal. In
other words, if every resident was motivat-
ed by the outreach message to recycle 100
percent of their recyclable plastics, would
this behavior change lead to any measur-
able reduction in plastics in the landfill?
Or, is there some other behavior (i.e.
restaurant or school recycling practices)
that would produce a larger impact?

In addition to choosing a behavior that is
associated with the desired outcome, it is
helpful to focus on a single specific behav-
ior. Focusing on a single behavior is much
more likely to result in behavior change
compared to providing laundry lists of
things to do (i.e., Time Magazine’s “51
Ways to Save the Planet”). Similarly, broad

" or diffuse messages such as “do your bit,

compost it” or “be a super recycler” are too
vague and do not give a specific action.
Such messages can promote positive atti-
tudes and awareness of the program, but
they do not provide people with an action
— what exactly do you want people to do?

Step 1: Identifying barriers. Changing a
behavior is not like selling a product. While
gome of the concepts can be applied, be-
havior change programs require an under-
standing of the reasons that people don’t
use the program. Unlike traditional forms
of marketing, community-based social
marketing recognizes that barriers to en-
gaging in sustainable behaviors vary de-
pending on the population, context and be-
havior of interest, and that multiple
barriers can exist simultaneously for each
behavior. These “barriers” can be either in-
ternal to the individual (i.e., motivation) or
external to the individual (i.e., structural
elements of the program). Uncovering bar-
riersis a hallmark feature of the CBSM ap-
proach, and an essential first step in creat-
ing an effective outreach campaign or
improving an existing program.

There are several ways to identify bar-
riers for a target behavior. Focus groups
and surveys are often the most ideal meth-
ods of identifying barriers, but these can
be expensive. There are however, viable
alternatives including literature reviews,
analysis of customer feedback, and exist-
ing technical reports. The important point
is that identification of barriers is not
based on intuition or a hunch. Too often,
program planners base their campaigns
on what they think would motivate them
personally. The problem with this ap-
proach is that we (program planners) al-
ready care and are already motivated to
take action. Similarly, surveying people at
an envirenmental fair or Earth Day event
would also generate opinions of people
who are qualitatively different from those
in the target population. It is essential to
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focus on the barriers and motivations per-
ceived by the people who dor’t already do
the right thing.

A number of barriers (both structural
and motivation) can exist simultaneously.
As such, it is important to prioritize which
barriers to target in terms of both their fea-
sibility and their likelihood to effect
change. For example, if the goal of a par-
ticular program is to get people to take
their used fluorescent bulbs to a hazardous
waste collection facility and there are seri-
ous structural barriers in the way (i.e. lim-
ited facility hours, distance to the facility,
etc), then there is unlikely to be a single
marketing message that can be developed
to overcome this barrier. That is, people
might be motivated to act, but they will not
engage in the desired behavior due to the
larger structural barrier. With the CBSM
approach, such barriers are identified at
the outset and dollars can be spent on re-
moving these structural barriers (i.e., in-
ereasing household hazardous waste facil-
ity hours or providing more local pick ups)
rather than on media messages aimed at
motivating participation.

Step 2: Tools of behavior change. The
greatest strength of CBSM as an alterna-
tive to information campaigns is that it
draws heavily on the behavioral science re-
search literature to identify tools for over-
coming barriers. The second step in the
CBSM approach is to select the behavior
change tool(s) that address the identified
barriers, and to use these tools to develop
intervention and program materials that
will overcome these barriers and change
behavior. There are a myriad of tools that,
when used appropriately, can successfully
change behavior. A full discussion of these
techniques is beyond the scope of this arti-
cle, but below we highlight some of the
most common approaches.

» Reciprocity, As humans, we have a ba-
sic tendency to repay what another person
provides for us, Reciprocating reduces the
uncomfortable feeling of indebtedness, and
often the person will agree to a larger re-
quest as repayment for a small favor. Re-
ciprocity is most often invoked with give-
aways or incentives (e.g., free composting
bin, free oil container, inserting a $1 bill
with a mail survey).

¢ Commitment and consistency. Individ-
uals have a basic desire to remain consis-
tent in their thoughts and actions. To
maintain this consistency, we will often
change our beliefs or attitudes to match
our behaviors, or alter our behaviors to be
consistent with our earlier actions. This
principle can be invoked by obtaining an
initial commitment (either verbal or writ-
ten) to engage in the target behavior or by
asking residents to take a small first step
(put a small sticker in their window) and
then follow with a larger request.

* Social proof. People use the behavior of
others as a guide for their own actions. See-
ing other people doing something (such as
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utilizing a curbside collection program), or
even just having the perception that other
people are doing it, legitimizes the behav-
ior and increases its frequency. As men-
tioned earlier, providing information about
what other people do (normative informa-
tion) can be a very powerful tool for chang-
ing behavior. This information can be pro-
vided in the form of testimonials or
messages that focus on the large percent-
ages of people that are doing the right
thing or by making the behavior public
(visible recycling bins).

Steps 3 and 4. Piloting and evaluating
the strategy. Once the behavior change pro-
gram has been designed, the third step is
to pilot the intervention strategy on a small
scale. Based on the CBSM approach, the
program should be piloted with a small
portion of the community using an inter-
vention and a control group. If the pilot is
not successful, the strategy should be re-
fined and then piloted again. If the pilot is
successful at changing behavior, the strat-
egy can be implemented more broadly.
Once the successfully piloted program is in
place, the fourth step of CBSM requires
that the program he evaluated by compar-
ing baseline measures of behavior to be-
havior at several points following the in-

tervention. Wherever possible, the’

large-acale evaluation should also include
a control group.

APPLICATIONS OF COMMUNITY-BASED
SOCIAL MARKETING

The Community-Based Social Marketing
approach has been used successfully to
change a wide range of environmentally re-
sponsible behaviors, including energy con-
servation, reduction of CO, emissions, wa-
ter conservation, recycling, and use of
public transportation, CBSM methods
have alsc been used to address activities
contributing to poor air quality, such as im-
proper automobile maintenance and en-
gine idling.

In our own work, we have successfully
used the CBSM approach to increase prop-
er tire maintenance among California mo-
torists in an effort to reduce the number of
waste tires generated. In a pilot interven-
tion conducted with local gas stations, the
CBSM intervention produced a 46 percent
increase in the number of motorists who re-
ported checking their tire pressure in the
past month, and a 17 percent decrease in
the number of vehicles with one or more
improperly inflated tires. In contrast to
traditional marketing campaigns that
were already in place (e.g., local billboards
and radio advertisements), the communi-
ty-based approach ensured that the strate-
gies were designed to target specific barri-
ers and motivations as well as a specific
behavior (Schultz, 2005).

More recently, we used the CBSM ap-
proach to increase used oil recycling in
three California counties (CIWMB, 2006).
The specific barriers to oil recycling by res-
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idents of the three counties were identified
through a phone survey. Based on findings
from the barrier study, three strategies
were designed to target the specific barri-
ers identified by each region and to in-
crease motivation. Across counties, the
CBSM approach was more effective than
the existing campaigns:

* In Napa County, providing residents
with printed testimonials from people in
the community who utilized the curbside
oil collection program (normative informa-
tion) led to a significant increase in the size
of the program and the volume of oil col-
lected compared to control areas where res-
idents did not receive the normative infor-
mation,

* In Los Angeles County, providing do-it-
yourself oil changers with a free oil con-
tainer combined with a motivational stick-
er (“T'ake the Last Step”) produced a
substantial increase in the amount of oil
collected. Importantly, the CBSM message
resulted in more oil collected than when
the state’s standard informational sticker
was affixed to the container.

* In Madera County, do-it-yourself oil
changers who received a funnel affixed with
a signed pledge sticker reported stronger in-
tentions to recycle in the future than those

“who received either 2 funnel or information

alone (no commitment element).

ADVANTAGES OF COMMUNITY-BASED
SOCIAL MARKETING

The CBSM approach is rapidly gaining
acceptance across the United States and
internationally (see www.chsm.com for
hundreds of notable examples). The
strengths of the CBSM approach are four-
fold: 1) The decisions made at each step of
the program development process, from de-
sign to implementation, are based on em-
pirical data. This is a substantial improve-
ment over intuition, or historical
precedence, and it offers a solid foundation
for developing an effective program. 2) The
program is pilot tested on a small-seale be-
fore large-scale implementation. This can
be a cost-saving mechanism that allows the
development team to try out different ap-
proaches until they are confident that their
approach will work. 3) The CBSM ap-
proach uses program evaluation. Ongoing
evaluation ensures that at the conclusion
of the program, there is data te substanti-
ate the effectiveness (or lack thereof) of the
program. This data can be invaluable in in-
forming subsequent outreach campaigns,
changing or proposing new local policies, or
compliance efforts with political mandates
(e.g., diversion rates). 4) CBSM focuses on
behavior. In recent years, many applied ar-
eas of research have focused more on in-
tention or attitude as outcomes, rather
than on behavioral outcomes. However,
there is evidence that attitudes and inten-
tions can change without a corresponding
change in behavior, and it appears that at-
titudes are more malleable to outreach

messages than is behavior. While behavior
change resulting from an cutreach mes-
sage can be mediated by changes in atti-
tudes or intention, focusing on these as pri-
mary outcomes does.not substitute for
measurements of behavior. |
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